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ZERO-PARTY USER DATA

Unlocking the power of direct customer relationships in a post-cookie world
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of German internet users would share more personal data with a 
brand if they had the ability to manage the data themselves.

76%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023
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The way we match user needs with brand offerings shifts to the better

now

“Track & Predict”

Optimising conversions through 
tracking & prediction technology

“Ask”

Optimising conversions through 
direct user feedback

Data Policies

Cookies
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Why should we know?



SSO-Services
● Landingpages
● Shops
● Ticketing
● Engagement Services
● Partner Services
● IoT-Services
● Social
● …

Data
● CRM
● CDP
● AdServer
● …

Payment

Subscriptions
● Memberships
● TV Subscriptions
● Season ticket
● Insurance
● Business Club
● …

Channels & Consent
● Email
● Chat
● Messenger
● App push
● Browser push
● ...

Profile
● Core Data
● Addresses
● User groups
● Custom fields
● …

Unidy User API
● OpenID Connect
● JSON REST API

Brand.ID

UNIDY provides a white label identity solution 
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UNIDY provides a white label identity solution to collect, connect and 

monetize Zero-Party User Data
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talking about Zero-Party Data…
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What is Zero-Party Data?

“Data that a customer intentionally and proactively shares with a brand, 

which can include preference center data, purchase intentions, 

personal context, and how the individual wants the brand to recognize 

her.”
Forrester, 2020
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But why ZERO-Party?

Zero-Party data is owned by the user. The user can anytime update or 

revoke given user data and consents.
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So what is Zero-Party Data in a nutshell?

Profile data Preference data

+

+

+

Opt-ins

Email, name, address, 
demographics, …  

Interests, preferences, 
search profiles, … 

Email newsletter, 
messenger, push, , … 
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ZERO-PARTY DATA FIRST-PARTY DATA SECOND-PARTY DATA THIRD-PARTY DATA

User voluntarily shares data 

with the brand

Proactively given, owned

Direct user relationship

Individual consented data, with high accuracy

The brand collects data 

through interaction with the 

user

No direct user relationship

Data that is used jointly by 

business partners, for 

example in the context of a 

cooperation.

Aggregated data from third-

party providers that they 

collect themselves or buy in 

bulk

Aggregated, consent varies, 

low accuracy

Zero-Party Data comes with highest accuracy and trust
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Why optimizing on Zero-Party Data?

Brand

Trust

Direct Customer

Relationships

Data

Quality

User

Opt-ins

Data

Privacy
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How to capture Zero-Party Data?

Zero Party 
Data

User Account

Preference center

Opt-in forms

Checkouts

Polls

Surveys

Search Profiles

Purchase 

intentions

QuizzesWaiting lists
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Zero-Party Data ROI through better conversions and higher CLVs

Better Look-a-like 

audiences

Better Onsite 

Personalization

Better Offsite 

Personalization

Clean-Room

Monetization

Better Conversion 

Rates 

Higher

CLVs

Better Communication 

Personalization 



Customer

Direct revenue

(e.g. ticket purchase, 

digital membership or 

merchandise revenue)
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Follower

Potential reach based 

on target group 

(e.g. own social media 

channels)

ID

First touchpoint on 

consented data

(e.g. newsletter-

subscription)

Visitor

Anonymous users that 

engage with your 

platform

(e.g. website users)

Opt-in

Enriched profile based 

on added consents

(e.g. services 

connections) 

The Zero-Party Data funnel: Converting reach into trusted direct 

customer relationships

ZPD Database



Customer

Direct revenue

(e.g. ticket purchase, 

digital membership or 

merchandise revenue)
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Follower

Potential reach based 

on target group 

(e.g. own social media 

channels)

ID

First touchpoint on 

consented data

(e.g. newsletter-

subscription)

Visitor

Anonymous users that 

engage with your 

platform

(e.g. website users)

Opt-in

Enriched profile based 

on added consents

(e.g. services 

connections) 

Offer exclusive 

benefits for 

customers
(e.g. early access or 

discounts)

Utilize your 

Social Media 

platforms
(e.g. polls & surveys)

Use embedded 

ZPD triggers

(e.g. forms & workflows)

Provide 

transparency and 

data control
(e.g. user account & 

preference center)

Use 

personalization for 

more data
(e.g. use gathered data 

for targeted offers)

The Zero-Party Data funnel: Converting reach into trusted direct 

customer relationships
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APPINO & UNIDY

Zero-Party Data Research Panel - Previews
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of German internet users find it important that brands understand 
their preferences and interests.

83%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023
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of German internet users* find it important that brands understand 
their preferences and interests.

85%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023

* 25-35 years old
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of German internet users* find it important that brands understand 
their preferences and interests.

90%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023

* Online Shopper 

( > 1 order / week)
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of German internet users would share more personal data with a 
brand if they get more personalised offers in return.

66%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023
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of German internet users* would share more personal data with a 
brand if they get more personalised offers in return.

70%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023

* 25-35 years old
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of German internet users* would share more personal data with a 
brand if they get more personalised offers in return.

86%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023

* Online Shopper 

( > 1 order / week)
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of German internet users would share more personal data with a 
brand if they had the ability to manage the data themselves.

76%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023



25

of German internet users* would share more personal data with a 
brand if they had the ability to manage the data themselves.

82%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023

* 25-35 years old
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of German internet users* would share more personal data with a 
brand if they had the ability to manage the data themselves.

88%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023

* Online Shopper 

( > 1 order / week)
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of German internet users are more likely to trust a brand that is 
transparent about on how it utilizes personal data.

87%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023
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of German internet users* are more likely to trust a brand that is 
transparent about on how it utilizes personal data.

92%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023

* 25-35 years old
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of German internet users* are more likely to trust a brand that is 
transparent about on how it utilizes personal data.

93%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023

* Online Shopper 

( > 1 order / week)
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of German internet users would pay more for a product if offered 
from a brand that is more transparent about user data usage

70%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023
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of German internet users* would pay more for a product if offered 
from a brand that is more transparent about user data usage

74%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023

* 25-35 years old



32

of German internet users* would pay more for a product if offered 
from a brand that is more transparent about user data usage

79%
Appino & Unidy Zero-Party Data Market Research Panel, March 2023

* Online Shopper 

( > 1 order / week)
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In a nutshell

USERS EXPECT DATA 

TRANSPARENCY AND 

WANT TO OWN THEIR 

DATA

USERS WANT 

BRANDS TO KNOW 

THEIR PREFERENCES 

AND COMMUNICATE 

ACCORDINGLY

USERS ARE WILLING 

TO PAY FOR DATA 

TRANSPARENCY AND 

OWNERSHIP 
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… and all those effects will increase in the future. 
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Get your ZPD strategy ready! 

…to unlock the power of direct customer relationships in a post-cookie 

world!
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Dr. Jan-Georg Streletzki
CEO & Co-Founder
jgs@unidy.de

Interested in our exclusive market study and more data?

Feel free to get in touch!
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any questions…?
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